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RELATIONSHIP BETWEEN INDUSTRY EXPENDITURES ON 
ADVERTISING AND INDUSTRY EXPENDITURES ON RESEARCH 

During the course of the Cipollone trial, the plain¬ 
tiff argued that the tremendous disparity between annual 
industry expenditures on advertising and annual industry 
expenditures on research into the health effects of smoking 
was "further evidence" of the industry's "callous disregard" 
for the health of its consumers. It is likely that this theme 
may be picked up by questioners if a company executive appears 
as a witness before a congressional hearing. Without going 
into the specific dollar amounts involved, the witness may 
simply acknowledge the disparity (while, of course, disclaiming 
knowledge of precise amounts spent by competitors) and offer 
the following explanation: 

These two categories of expenditures really cannot 
be compared in a meaningful way because of the great differ¬ 
ences between the goals of advertising and research and between 
the available means for achieving those goals. Advertising 
is a recognized commercial technique followed by all manufac¬ 
turers in their marketing efforts. In the case of cigarette 
manufacturers, advertising expenditures are affected by two 
special considerations that are not relevant to most other 
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manufacturers. First, we are engaged in intense brand compe- to 

tition in a declining market. Thus, it is necessary for us ct 
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to induce smokers of other manufacturer's products to switch 
to our brands. Naturally, our advertising expenditures under 
these circumstances are high. This consideration is compounded 
by the second special circumstance for cigarette advertising. 
We are limited to what advertising people refer to as "less 
efficient" media because television advertising has been 
banned. The effect of this restriction is to require many 
more dollars to achieve the same degree of brand recognition 
among smokers through the print media. 

Nonetheless, our advertising by its very nature is 
designed to reach vast numbers of people (there are over 55 
million smokers in America). The space available for our 
advertising in magazines, newspapers, and on billboards is 
also quite large. Therefore, "more advertising," reaching 
"more smokers," can be achieved simply through the expenditure 
of "more money". 

The goals of research into the health effects of 
smoking, and the means that can be used to achieve those goals, 
are quite different. The companies give money for research 
in the hopes of trying to come closer to some of the answers 
in the smoking and health controversy. The object of our 
commitment is to obtain relevant and meritorious research. 

Annual expenditures on research, thus, are limited 
first , by the number of high quality research proposals that 
are presented to the Council for Tobacco Research or to the 
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individual companies annually, and second , by the number of 
high quality researchers who are available. "More relevant 
and meritorious research,” therefore, is not simply a function 
of "more money". The additional expenditures would be wasted 
without the projects and personnel to put that money to use. 

Thus, it should come as no surprise that there is a 
disparity between annual expenditures in these two categories. 
There is nothing insidious in that disparity. It is simply a 
recognition and expression of the differences between the 
ways and means of advertising and of research. 
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